Customers' complaints represent an opportunity for any organization who wants to improve relationship with customers, to find out the problems existing into organization and the way to solve them, to improve the amount of knowledge and the desire, beliefs, and needs of customers. All those are made in order to increase value for organization and also for the customers. Having objective information, updated, clear and sincere, the organization may improve the quality of their products and services it offers. Thus, any complaints may be regarded as a gift not as a negative feedback from the customers, or as a two-way feedback based on trust and collaboration. A gift which will bring performance on long term based on win-win situations.
Introduction
In the global economy, where liberalization of markets, internationalization of businesses, informatization of processes, better informed people, and the implication of mass-media are every step, the expectations of customers are continuously evolving. Many businesses fail due to not fulfilling the customers' expectations. Before, the customers were not listened, but now, the voice of customers is heard, they can complaint or to praise the quality of the product, the services, about the attitude, the behavior, the involvement, or the commitment of the sale force, they can say about their satisfaction or dissatisfaction.
The studies indicated that organizations who deal with the customers complaints may have loyal customers. Dealing with the customers' complaints the companies may transform the customers' transactions into relationships on long term, based on centricity and win-win relationships.
This article will present the literature in the field and also we will analyze the results of a research made on 150 respondents who analyzed 10 institutions, the willingness to recommend them to other customers and the problem existing into these institutions, making a plan to overcome them. The objective of this analysis is to understand the role of customers' complaints in improving the quality of the products and services and of the value obtained both for customers and organizations. The study will use the simulation and modeling techniques based on Pareto diagram and ABC analysis in order to observe the main complaints as causes of dissatisfaction.
The typology of complainer and the customer' complaints
In this global era, the customers have the power, they can say about their satisfaction or dissatisfaction and the company can make improvement in order to satisfy customers.
There are for levels of potential stages that customers go through in their relationship with organizations ( Figure 1 ).
Figure 1.
The customer-advocacy pyramid (Source-Cook S., 2012: p.7) Into the 4th stage, the customer is promoter, is loving the organization and is saying positive things about the organization, according to NPS score; into the 3rd stage, the customer is delighted and is emotionally engaged; in the 2nd stage, the customer is receiving satisfactory service, but is not committed to the organization; in the 1st stage, the customer receives poor services, and the customer is dissatisfied, saying negative things about the organization and making complaints (these customers are called detractors and are obtaining negative values of NPS). To improve the relationship with the people, to provide them with satisfaction and the long-term value, the organization must communicate with the clients using the dialogue (Duică and Florea, 2017: p.49 ) and objectively to determine the causes of the dissatisfaction and provide viable solutions (Florea N.V., Duica A., 2018: p.92-93) . Communication with customers is representing the most important part of a business; relationship with them may determine the loyalty, dissatisfaction or the existing complaints (Florea N.V., 2017: p.136) .
To know better the complaints, actually the workforce must know the type of the complainer (Nuttall P., 2011: p.7-8) :
-The trivial complainer-whether these complainers are genuine or not, they are generally directed to someone who has no responsibility for it, -The serial complainer-this never gives up, no matter if they are right or not, sending a letter, ringing or sending an e-mail, demanding compensation, -The professional complainer-this know who to write to, what to write, and how to get straight to the top; the managers will pay compensation to get rid of, -The pedant complainer-this is a very explicit complainer, giving so much detail and wanting to solve the problem over the phone, obsessing on the person who is speaking on the phone, without being a specialists, -The liar complainer-this is telling different things about its buying journey and about not being informed on terms and conditions, exaggerating on many aspects. They will never admit that it was their fault, -The indifferent complainer-is the one who forgets that written any letter or if they did obtain any reply.
The role of customers' complaints in improving the quality of products/ services and relationships between organization and customers
The number of complaints is rising across the globe as customers are no longer prepared to put up with poor service. Even if many companies are not welcoming the customers' complaints, now in the XXI century the businesses are more focused on the need to deliver an excellent customer experience, encouraging their employees to see them as opportunities for improvement (Cook S., 2012: p.1) . And because the word of mouth is very powerful and may affect the organization image, the organization must treat any complaint with great seriosity.
There are a few phases which the organization must follow in order to know and manage the complaints better (Shaw J.S., 2011: p.155 ).
-The complaints must be seen by the firm as a necessary evil.
-The firm must provide customer service in order to pacify the complainers.
-The firm must have a rewarding program in order to motivate the workforce for each valid captured, analyzed complaint, determined root of causes and making the necessary changes for their remove.
Is very important for the firm to handle the complaints because they can reveal knowledge of which people are unaware and thus they can better express themselves (Faed A., 2013: p.311 ).
Understanding the complaints and their advantages
To understand better the nature of a complaint we offer some insights, thus the complaint is:
-A verbal or written expression of dissatisfaction, caused by the difference between the expected value and the received one.
-A source of cheap and available information, becoming the foundation of growing quality (Peppers D., Rogers M., 2004: p.185) -A signal regarding the performance and the quality of offered products or services (Dobran R.D., 2009: p. 2), -A free and spontaneous feedback which allows the understanding, identification, and hierarchization of customers' expectations, necessities and behaviors, -A source of quality improvement and a barometer for customers' satisfaction, -Regarded as a bad thing (Quin F., 2012) , but actually is a gift for organizations (Burlow J., Moller C., 2009), A dissatisfied customer become a fragile customer, open to the competition offers; and because the customers are now more demanding, they must be listen and the organization must improve its quality in order to increase satisfaction and retain them on long term. They do not hesitate to tell other customers about their dissatisfaction, that is why they expect a solution, a response to their problem, problems related to: product or services, price, buying experience, atmosphere, attitude or behavior of sale force. When they are dissatisfied, they may choose not to tell about it or to tell, and this way the organization has the opportunity to increase the level of loyalty, by solving the problem. From logging and monitoring the customers' complaints the specialists may observe some patterns and trends (Gannon-Leary P., McCarthy M., 2010, p.105) and may make decisions of improving activities. If they are well managed, the complaining customers may become a loyal customer (Fornell C., 2007) . If the sales force may see the complaint as an opportunity and turn it to its advantage by handling well, it is possible to win a customer for life, because if the customer is treated bad, he/she will never forget (Owton A., 2011:, p.121) .
This way, the complaints (Peppers D., Rogers M., 2004: p.185):
 Are an opportunity of relationship and information,  Are a way to expand their area of knowledge,  Are an opportunity to understand behaviors, to get new experiences, and obtain feedback.
Even if the feedback is negative, for organization is a gift, necessary for improvements, encouragement of customers to continue use its products or services. Many complaints can psychologically block the performance of sales force; many customers are not complaining, but this way many important information are lost. To get these complaints, is important to be empathic and to understand the problem; these are direct ways of communication with the customers (Burlow J., Moller C., 2009: p.xxix) . In order to efficiently manage the complaints, is important to know their number (on day, month, year, person, area, products, departments, or the causes) and how many are solved and how many remain unsolved (Wexler S. et al., 2017: p.226) .
Receiving these complaints the firm may satisfy the customers, by reducing the negative behavior (rumors) and by analyzing and revising the processes (Garding S., Bruns A., 2015: p.3) . Marketing strategy is based on this, sustaining the firm in having a good reaction to the market changes and customers' needs. The customer who is not complaining is threatening the health of it; between 66 and 95 percent of all the customers are not making a protest. This way, the firm is not getting the chance to improve, and its customers may become disloyal. The complaints are depending on the features of products, the quality of services, or the attitude of customers (Wang W. et al., 2007: p.387 ).
Research Methodology
The research was made on 150 customers regarding the quality of services offered by 10 restaurants from Targoviste city, Dambovita County. The research is devided into two parts: the first part is analyzing the complaints of customers (the one who offered between 0 and 6 points according to NPS model) (Table 1 ) and the second is analysing the desire of customers of recommending a restaurant (the customers who offered 0-6 points and 9-10 points according to the same model). In this article we analyse the first part.
The main objective of our research is to find out if the customers are satisfied by the services offered by 10 restaurants and if they are dissatisfied, they were asked to write the causes, resulted by determining the complaints regarding the restaurants.
The tools used for research: NPS model, Pareto diagram, simulation and modeling. Using simulation and modeling the organizations may obtain benefits as: learning, development, improved relationships and collaboration, teamwork, reduced costs, improved performance based on past information .
To find out the complaints, we developed a three step model:
Step 1 -Asking the respondents if they are willing to recommend to other customers the analyzed restaurants, using the scale of NPS from 0 to 10 points.
The complaints were determined by replying to the question used in the NPS model ("How likely are you to recommend (product, service, or brand) to a friend or colleague?", using a 11-point scale (0-not at all likely and 10-extremely likely). Determination and interpretation of NPS will be subject of another research. The restaurants were chosen so that they cover the hall area of the town, thus the analyzed restaurants were denoted as R1-10 from ethical and related to responsibility reasons: R1,5,7-were found in the margin of the town (but in different points), R2,6,9-in the new center of the town, R3,4-in the old center of the town, R8,10-outside the town/outside the center but both in a picturesque and historical area. The restaurants who obtained between 0 and 6 points are analyzed and the customers are perceived as complainers, called detractors which are a source of bad profit (Freed L., 2013, p.8) and are not happy with the company, contributing to destroying the employee morale and pride (Reichheld F., Markey R., 2011, p.6) . NPS could range from -100 to + 100 (Freed L., 2013, p.8) , and the firms which obtained negatives scores means they have dissatisfied customers. It is said that NPS is the only metric who can predict customer loyalty (Wilson R., Hill A.V., 2013) . NPS is calculated as a percentage and is important to interpret and implement the improvements (Sauro J., 2015: p.167 ). As we may observe all the analyzed firms have dissatisfied customers (but the ones with the more dissatisfied customers are R2 (with 88% dissatisfied customers), R6 (with 76%), R10 (70,66%), R9 (58,66%) and R1 (with 53,33%). Even if there are a few with positive NPS, is imposing to get to the next step. We are also see that as an analyzed organization obtain a low percentage for detractors, the organization has less dissatisfied customers.
Step 2 -Completing the reasons of not recommending the restaurants (for those respondents who offered points between 0 and 6 points).
The next step was to transmit a new message to the respondents (called the detractors) and asked to complete the reasons they accorded between 0 and 6 points according to NPS model. Nine reasons were predefined and the 10th was an open answer: 1 (distance from their home or against the city center), 2 (the lack of lack of courtesy of serving staff), 3 (ineffective feedback), 4 (order delay), 5 (the quality of the food), 6 (inadequate communication), 7 (the negative behavior and attitude), 8 (lack of specialized personnel), 9 (environment/ambient), 10.Other reasons (Table 2) . Table 2 . The reasons of according low values for the analyzed restaurants Restaurant 1 2 3 4 5 6 7 8 9 10 (author reasons) R1
x x x x x x x x x -the music was too loud, -low standard of hygiene R2
x x x x x x x -in the cold season the restaurant is not warm enough, -even they did renovations, the space is not convenient, -is still recommended for special events.
R3
x x x x -the low temperature is present for the hall cold season R4
x x -the price of food is high compared to the prices used in the restaurants found in the neighborhood,, -the menu is not so diversified, -the space of the restaurants is too small.
Restaurant 1 2 3 4 5 6 7 8 9 10 (author reasons) R5
x x x -the price of food is high compared to the quality of food R6 x x x x x x -the space used for smokers is not delimited, -the prices used are too high, -the menu is not so diversified -the furniture is old and tasteless -the floor is very old, -the audio system is updated, -is still recommended for special events R7
x x x -the historical environment is too exaggerated, -the internal and the external design are not perfectly combined, -the parking is too small and narrowed.
R8 x x
-the menu must be continuously diversified and improved R9
x x x x x x -the menu is not so diversified,
-is still recommended for special events R10
x x x x x x x -the hygiene of food is low -is still recommended for special events (Source -Calculation made by the authors using Excel)
Step 3 -Measures necessary to minimize the impact of not recommending the analyzed restaurants by identifying the causes from the repondents From the 150 questionnaires only 141 respondents specified the reasons they accorded points between 0 and 6. To improve the relationships with the customers and transform the detractors into loyal ones, we used the Pareto diagram.
Step 3.1. Collecting data regarding the reasons of not recommending the analyzed firms. This is consisting in putting the reasons into a table (Table 3) . Step 3.2. Arrangement of the reasons according to their importance (decreasing order) and determination of absolute frequency (simple and cumulated) and relative frequency (simple and cumulated) (Table 4 ). Step 3.3. Making the Pareto diagram and ABC method-is made a chart with the causes and effects of cumulative relative frequencies and also implementing ABC method with its three limits at 80% for A area, at 96% for B area and at 100% for C area (Basu R., 2004: p.76) ; the most important problems are detected till 80% (A area), and in our case the reasons of not recommending a restaurant are reason 10, 8, 4, 9, 2 and 5 ( Figure 2) . Figure 2 .
Pareto diagram and ABC analysis

Proposals
It is important to focus on the first causes from A area, thus the companies with lower points and which discovered problems in satisfying customers, may develop a plan of objectives and measures, necessary to increase the customer satisfaction index and the degree of recommending from loyal and satisfied customers. The plan must be linked by every problem discovered from the calculation and then can be developed some measures to improve the quality of the offered services for customers. A customer with the complaint well managed will transform into a loyal or even a promoter customer.
Conclusions
To understand better the complaints of the customers and their benefits for organizations, any organization must ask some important questions:
-How the organization perceives the customers complaints? What attitude is approached?
-The members of sales team perceive these complaints as an opportunity to satisfy the unsatisfied customers?
-The sale force tend to blame the internal politics of the organization when they cannot satisfy the customer's needs?
-What has the organization learned and its specialists from these complaints? -What strategies and plans the organization has developed in order to learn from these complaints?
One of the most important strategies which may be approached would be the encouragement of employees to perceive the complaints as a got from their customers, from which they may determine the aroused problems, and new ways to continuously improve them, in order to diminish the impact on performance, on image, on brand, and to transform the unsatisfied customers into satisfied or even loyal ones. Also, the sale force and the management may develop a plan of objectives and measures necessary for improvement of any process, based on step-by-step approach.
